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globalization

Web globalization is challenging.

You must manage countries, cultures, content, and often
coordinate between central and remote offices to ensure that
everything runs smoothly. For more than 17 years, 7he Web
Globalization Report Card has helped companies navigate these
challenges successfully through a mix of hands-on tips, best
practices and industry insights. Each year, executives turn to
the Report Card for answers to questions such as:

e What languages should we be supporting, and why?

* How do we direct more traffic to country and region
websites?

* How do we design our global website to efficiently
manage diverse brands and locales?

e What emerging design and content trends should we be
aware of today?

The report, written by John Yunker and based on two decades
of consulting to Fortune 100 companies, provides a wealth of
insights into emerging and established best practices. Through
website profiles, rich with screen shots, you'll learn which
practices to emulate and which to avoid. Companies use this
report to benchmark themselves against competitive and

“best of breed” websites. It is an invaluable resource for any
company doing business across borders.
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Language insights

We've tracked the languages
supported by the leading global
brands for nearly two decades—87
languages in all. Learn which
languages are most popular and
which languages are gaining in
usage by the leading global brands.
This data will help you build a
solid case for your localization
investments.

Hands-on tips and trends
This report helps organizations
make immediate and positive
improvements to their web designs,
global gateways and content
strategies. The report includes
dozens of emerging trends as well
as well-established best practices—
along with plenty of visuals to help
teams best understand the way
forward.

Case studies

Better to learn from the mistakes
of others than your own; these

are words we live by, as well as
readers of this report. We not only
document common mistakes but
also highlight those websites that
excel in website globalization and
localization.

Northern European languages

Northern European markets also saw litle in the way of growth last year. Swedish
actually saw a slight downturn from 75% the year before, while Finnish, Norwegian
and lcelandic held steady.

But as we note in the Best Practices & Emerging Trends report, we expect to see a
slight surge in Icelandic this year, driven by Disney.

Northern European Languages (2010-2021)

Learn from “lite" apps

The companies that are most invested in emerging markets — such as Uber,
Facebook, Pinterest, and Twitter — have launched “lite” mobile apps designed to
support these markets. It's worth understanding why these apps are significant, not
just to those companies building mobile apps but to anyone managing a global
website.

Uber launched a lite mobile app in 2018, created by its Indian development team
with a clear focus on serving Indian mobile users. The app is designed for Android
devices — and 2G/3G networks. And, most important, the app is designed to be
downloaded quickly. A few of the many considerations the team took into account
during development:

= Maps are optional because they take up
significant resources. Instead, the app
detects your location and suggests a
range of pickup points.

+  Textinputis optimized for smaller screens.

+ The app relies on system fonts instead of
custom fonts. While it would be nice to
have a consistent custom font across all
apps, this is a luxury that adds weight to
the app.

- Graphic-intensive elements, such as the
car figures, were removed.

+ Some digital payment methods were
removed to save space.

+ The app is built assuming there will be more offline scenarios.

It's important to note that in emerging markets where data is both limited and
expensive, mobile users will often switch their phones off at times to conserve data.
This level of awareness of data consumption should be a priority of every company
focused on emerging markets.

Citibank

Gitibank continues to support a chaotic diversity of web designs across its many
markets, which is not efficient or in the best interests of its customers, many of
whom must rely on dated, . Shown below

pages for .com and Malaysia:

Explore Citi® /
AAd e® Credit ™

Judging by the header of the .cor
but this is used only to toggle b
The actual global gateway remai
website links are broken. Overall,
score.

‘optimistic about the globe icon,
ish and Spanish for the US market.
the footer and, worse, a few of the country
ibank continues to slide in the rankings and
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Company insights and best practices
The Report Card and the Best Practices & Emerging Trends
reports include more than 300 real-world screen shots of
best (and poor) practices. For example, you'll learn:

* Ten languages every global website must support.

* The one icon every global gateway should use.

* An important change made by Apple that all web
designers should be aware of.

* The language totals of 150 websites, including Apple,
BMW, NIVEA, Siemens, and Zoom. Tips on using
geolocation and language detection to provide a
better global user experience.

* The world’s most multilingual website (it is not
Google, Facebook, or Wikipedia).

e The primary flaw exhibited by all luxury websites,
including Gucci, Rolex, and Mont Blanc.

* Common mistakes exhibited by global mobile
websites.

How this report is used

This report is used by marketing and web executives
not only to improve websites but also to raise awareness
throughout their companies of the importance of web
globalization. In addition:

*  Companies use this report to benchmark themselves
against the leading global brands and better
understand the major global trends in languages,
localization, usability, social, and mobile.

* A number of companies have adapted the Report
Card methodology for internal benchmarking
purposes.

e Web design firms rely on this report to improve their
understanding of web globalization practices so they
can better serve their clients.

* Translation and localization companies use this report
to improve web globalization and global usability
services for their clients.

Disney+

Disney is maki

9 i ign. Shown below are

P (sof
the home pages for users in Spain and Brazit:

L'Oréal

With a new global template, L'Oréal appears to be making progress in global
consistency, though there are gaps, as can be seen with Sweden (newer design)
and South Korea:
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Localize for cultural and national
events

As local and regional web teams are empowered to focus on content and
customers, we're seeing an increasing number of websites respond to local
holidays and news events and a steady increase in culturally customized web
designs.

For example, more multinationals — such as Amazon, Buick, and IKEA — are
creating special Chinese New Year promotions, as seen in these screen shots taken
in 2021
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* A guide to building world-ready and locally
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An optional conference call to
benchmark your website

For an additional fee, John Yunker will prepare a customized
conference call to share key findings from the report provide
detailed recommendations for your organization. Contact
John Yunker at jyunker@bytelevel.com.




150 Companies Included

1. 3M 39.  EliLily 77. KPMG 115. Royal Caribbean
2. ABB 40.  Emirates 78.  Land Rover 116.  Salesforce
3. Accenture 41.  Enterprise 79.  LEGO 117.  Samsung
4. Adidas 42.  Ernst & Young 80.  Lenovo 118.  Sanofi
5. Adobe 43.  Facebook 81.  Lexus 119. SAP
6. Airbnb 44.  FedEx 82. LG 120.  Shopify
7. Alibaba 45.  Ford 83.  Loréal 121.  Siemens
8. Allianz 46.  Four Seasons 84.  Louis Vuitton 122.  Sony
9. Amazon 47.  Fujifilm 85. LUSH 123.  Spotify
10.  American Airlines 48. GE 86.  Marriott 124.  Starbucks
11.  American Express 49.  Gillette 87.  Mastercard 125.  Steelcase
12.  Apple 50.  GoDaddy 88.  McDonald’s 126.  Subaru
13, Audi 51.  Goldman Sachs 89.  Mercedes 127.  Tesla
14.  Autodesk 52.  Google 90.  Merck 128.  Church of Jesus Christ
15.  Avis 53.  Gucci 91.  Microsoft of Latter-day Saints
16.  Axa 54.  Heineken 92.  Mitsubishi Electric 129. Tiffany
17.  Bayer 55.  Hermes 93.  Mont Blanc 130.  Tinder
18.  BBC 56.  Hertz 94.  MUJI 131. Toshiba
19.  BMW 57.  Hilton 95.  Nestlé 132.  Toyota
20.  Booking.com 58.  Hitachi 96.  Netflix 133.  Trip.com (Ctrip)
21.  British Airways 59.  Honda 97.  Nike 134.  TripAdvisor
22.  Burberry 60.  Honeywell 98.  Nikon 135.  Trivago
23.  Canon 61.  Hotels.com 99.  Nintendo 136.  Twitter
24.  Capgemini 62. HP 100. Nissan 137.  Uber
25.  Cartier 63.  HP Enterprise 101. NIVEA 138.  United Airlines
26.  Caterpillar 64. HSBC 102.  Oracle 139. UPS
27.  Chevrolet 65.  Huawei 103.  Pampers 140. Visa
28.  Cisco Systems 66.  Hyatt 104.  Panasonic 141.  Volkswagen
29.  Citibank 67.  Hyundai 105.  PayPal 142.  Volvo Cars
30.  Coca-Cola 68. IBM 106.  Pepsi 143.  Walmart
31.  Costco 69. IKEA 107.  Pfizer 144.  Western Union
32.  Dell 70.  Intel 108.  Philips 145.  Wikipedia
33.  Deloitte 71.  InterContinental Hotels 109. Pitney Bowes 146.  Wordpress
34.  Delta 72.  J&J 110.  Porsche 147.  Xerox
35. DHL 73.  Jack Daniels 111.  Procter & Gamble 148. Xiaomi (Mi)
36.  Disney+ 74.  Jehovah’s Witnesses 112. PwC 149. Zara
37.  Dyson 75.  John Deere 113.  Roku 150.  Zoom
38.  eBay 76.  KLM 114.  Rolex
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